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This paper, by combining research methods of content analysis and in-depth 
interview, investigates sports sponsorship by China’s sporting goods enterprises from 
2000 to 2005, elaborates on the current situation of sports sponsorship by China’s 
sporting goods enterprises in six aspects: overview and tendency of sports sponsorship, 
objects of sports sponsorship, forms of sports sponsorship, returns of sports 
sponsorship, emergence of sports sponsorship and sports sponsorship management, 
sheds light on the historic background and realistic causes of the occurrence of the 
current situation, and performs an in-depth probe and analysis of the three hot topics 
relating to the sports sponsorship of domestic sporting goods enterprises: sponsorship 
for athletes, the combination of the positioning theory and sports sponsorship, and the 
application of consolidated marketing in sports sponsorship.  
The research finds that: [1] The total amount of sports sponsorships by domestic 
sporting goods enterprises is not evenly distributed, with a polarized duration of 
sponsorships, and exhibited a trend of remarkable growth from 2000 to 2005. [2] 
Sports sponsorship by domestic sporting goods enterprises has undergone a 
three-stage development which exhibits a binary pattern. [3] In terms of the objects of 
sports sponsorship, domestic sporting goods enterprises show a preference for 
competitive sports, particularly domestic competitive sports, and are not enthusiastic 
about sponsoring interschool sports and mass sports; sponsored sports are mostly 
basketball, integrated sports and football, and sponsorship of athlete teams and sports 
events are strongly favored. [4] Sponsorship takes the form of cash plus materials. [5] 
Returns of sponsorship follow the order of sporting equipment, site advertisement, 
designated names, and naming rights. [6] During the course of sports sponsorship 
behaviors, domestic sporting goods enterprises suffer three major problems: a. strong 
randomness and no guidance and budgeting principles; b. lack of initiative in 
identifying potential sponsorship opportunities and passivity in awaiting the 
investment promotion of sports organizations; and c. widespread connections-based 
sponsorship. [7] Managerial expertise for sports sponsorship is limited, management 
organizations are rudimentary, competence of personnel is inadequate, dynamic 














implemented, and scientific evaluations of sponsored events are nonexistent; [8] 
Athlete sponsorship should be based on the reliability theory and attractiveness theory 
of the source, athlete sponsorship and brand representation by athlete stars should be 
distinguished, and contract-based sponsorship of athletes should be used to the 
greatest extent possible. [9] The positioning theory carries practical significance in 
guiding sports sponsorship; proper brand positioning, match between sports 
sponsorship and brand positioning/product positioning, and appropriate application of 
segmentation and positioning rules to sports sponsorship all have a direct bearing on 
the actual results of sports sponsorship by domestic sporting goods enterprise. [10] In 
integrating sports sponsorship with consolidated marketing, China’s sporting goods 
enterprises should intensify the combined use of products, channels, prices and other 
related marketing elements with sports sponsorship in addition to advertising and 
public relations.  
Last, this paper proposes 15 suggestions aimed at problems found in the process 
of research. Hopefully, these suggestions will contribute to a more effective 
application of sports sponsorship as a fresh marketing and communication tool by 
China’s domestic sporting goods enterprises.  
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